
Children and the HHW 
Outreach Equation

Andrew Basmajian
City of Santa Monica

(310) 458-8916; andrew.basmajian@smgov.net



www.smepd.org/scpr



Two-fold strategy for HHW sustainability:
• Reduce the volume of household hazardous waste purchased by residents. 
• Increase household hazardous wastes disposal rates at the HHW Center. 

Milestones:
• Permanent HHW Center (1988) 
• Toxics Use Reduction Program (1993)
• Consumer Awareness Labeling Ordinance (1994-2004)
• Children’s HHW Theater Project (2006)

Background on Santa Monica



Current profile of children in the U.S.

– Children are directly targeted by an estimated $15 billion worth of corporate 
advertising annually up from $100 million in 1983.  The top seven are: food, 
music, fashion, culture, electronics, hotels, and cars.

– 2001 Nickelodeon Study: avg. ten year old child has memorized 300-400 
brands.  Brand awareness breeds loyalty and is the key objective of child 
targeted marketing campaigns.  Brand awareness intensifies at age seven.

– Tweeners (8-12 year olds) – 92% of product requests are brand specific.

– Estimates are that 4-12 year olds influenced $700 billion of adult purchasing 
activity in 2004.  Influence growing at 20% annually. 



Why should we consider reaching out to 
children with HHW related information?

– Children have become sophisticated consumers and influence family 
purchasing decisions; all due to the shifting marketing trends.

– Children are vulnerable to chemical exposure and should be given information 
promoting caution and safety at home, etc.

– Children understand or are capable of understanding complicated purchasing, 
handling and waste related issues.    



Children as decision makers

“Kids are really the chief technology officers of
their household.  They’re the ones who have the
answers and make the recommendations.”
senior marketing manager, Sony Corp.

•Kids are being reached by TV, Web, video games, cell phone companies. 

•Sony, HP, MS, Nintendo, Dell, KOL, Motorola, etc. have targeted tweens 8-12 year olds.  
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Print, Radio & TV Advertising
Publicity
Mailers
Newsletters
Websites
Doorhangers
Direct Outreach & Promotions
Telephone Hotline
Education

Public Sector Outreach Mix

Radio & TV Advertising
Websites
Video Gaming Industry
Cell Phone Companies Promotions
Education

General Child Targeted



Theater Project Content

• Basic Messsage: HHW Center awareness (what, where & when).
• Tie-ins: exposure, landfilling, water quality, air quality.
• Responsibility/Stewardship: collection/storage, proper disposal, 

safety, pet safety, and organics.
• Purchasing Issues: batteries, cleaning products and product avoidance.
• There is a first for everything: flammable, corrosive, reactive and 

toxic; automotive.
• Fun: lots of fun.



Theater Project Scope
Development: $5,000

Script, script re-write, casting, backdrop, props, rehearsal.

Performances: $10,000
Director/Coordinator 
Union Scale Actors (2)
10 sites, 20 performances
Target Audience: Elementary Schools; k-3, 4-5.

Library Children’s Services
Community Festival

Proposed Reach: 4,500

Follow-up:  

Total Cost: $15,000





Time Related Problems

• Electronics: computers, pdas, mp3, gaming, cameras, TiVo, 
batteries.

• Communications: cell phones, internet connection, wireless 
connection, blue tooth.

• Alternatives: labels, pest control, shopping. 

Coordination Opportunities
• Message: long-range planning, keynote, targeted populations, etc.
• Communications: coop public relations, coop advertising, etc. 
• Alternatives: product category promotions, EPR- extended producer 

responsibility, etc.  
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